Abstract. This study discussed perception of price, perceived quality, perceived sacrifice, perceived value, perceived equity and satisfaction influence medical center patients repurchase intention. And discussed perceived quality, satisfaction, repurchase intention are affected by perceived risk. This study takes the customers of a beauty medical clinic in Hualien County, Taiwan as its research subjects. The effective sample size is 254 samples. Results showed that perceived price, perceived quality, perceived sacrifice, perceived value, perceived fairness all have significant influence on customers satisfaction degrees, which in turn influences repurchase intention.
Introduction
The improvement of educational standards, "the doctor-patient relationship" model also generated a great change. People stringent on the requirements of medical services increasingly. It must bear the risk of their own needs checks, and to create excellent business performance in order to enhance the competitiveness of the medical institutes, we must have good medical equipment, hardware, facilities and high standard of medical technology, but only through improving the quality of service, in order to attract the majority of the patient population, but also make them repurchase. This study are to examine the medical cosmetic beauty clinic patients as an example. Investigate the perceived quality, perceived price, perceived sacrifice, perceived equity, perceived value and impact of patient satisfaction and repurchase intention.
Literature Review

Perception of Price Affecting Perceived Value Mediated by Perceived Quality and Perceived Sacrifice
Ele The internal reference price of consumers would vary with the attention they paid to the product prices, their awareness and knowledge levels. So, the perceived prices they have would be different from the actual prices; additionally, the lack of information on perceived price and the difference on demographics of consumers would also affect the difference between the perceived prices and objective prices [1] . Their research suggested seven constructs of price, and classified them into two main dimensions-"negative role" and "positive role" of the perceived price.
A Conceptual Model of Extrinsic-Cue Effects on Perceived Quality, Perceived Sacrifice, and Perceived Value
The conceptual model examined in this study, suggests that quality and sacrifice perceptions mediate linkages between (a) antecedents of consumers' quality and sacrifice perceptions (e.g., brand, store, and price) and (b) consumers' perceptions of value. Country of origin is specified as an extrinsic quality cue and as a moderator variable.
The Impact of Price on Consumers' Perceptions of Quality and Sacrifice
Considerable theoretical and empirical evidence suggests that price is often used by consumers as an extrinsic product-quality cue. Theoretical rationales underlying an expected positive price-quality linkage can be based on expected market forces high quality products often cost more to produce than low-quality products and competitive pressures limit firms' opportunities to charge high prices for low-quality products. Complicating the extrinsic cue effect of price is that price also is an indicator of sacrifice [2] .
The Impact of Brand and Store on Consumers' Perceptions of Quality
Research evidence indicates that brand names are extrinsic quality cues. Researchers have viewed brand name as a "summary" construct or a "shorthand" cue for quality because consumers can make product quality inferences based on brand name. The process can be explained via the "affect-referral" process discussed by Wright, which suggests consumers do not examine brand attributes every time they make brand choice decisions; they simplify their decision-making process by basing their judgments on brand attitudes (summary information) rather than on product attribute information. Empirical test results reported by [3] indicated significant brand and store treatment effects on consumers' perceptions of product quality.
Country of Origin as an Additional Extrinsic Quality Cue
Examined the impact of country-of-origin, price, and brand cues on perceived product quality, perceived risk associated with purchasing the product, perceived value, and likelihood of purchasing. Conducted an experiment to examine the impact of country of origin cue, the results suggest that consumers' perceptions of country of origin affect their perceptions of quality, attitude, and purchase intention [4] .
Relations between Perceived Quality, Perceived Equity, Perceived Value and Customer Satisfaction
Satisfaction or dissatisfaction judgment is believed to be formed as a summary of equity/inequity of one's own outcome relative to the other party's outcome, given input. An unfavorable outcome will be perceived as unfair and create low satisfaction with service recovery. Donabedian [5] believed that, other than the quality of medical care, patient satisfaction could measure the interaction among workers in a medical center, the interaction between patients and workers, and objectively measuring the quality of medical facilities. Thus, patient satisfaction is a very important index on studies of health and medical service. This study believed that patient satisfaction was the subjective attitudes from patients after they received medical services; in addition to the difference patients experienced between the actual and expected medical service outcome, it might be affected by patients' needs at the time. Therefore, patient satisfaction comes from the experiences and feelings when patients are admitted to medical centers and their evaluations from subjective attitudes.
Risk and Uncertainty in Relations with Perceived Quality, Satisfaction and Repurchase Intention
That "risk" has a known probability while "uncertainty" exists when knowledge of a precise probability is lacking. There are other varieties which would affect repurchase intention, such as perceived risk, perceived uncertainty. As well as relation between perceived risk with perceived system quality. Although some authors have implied that "dealing with information implies the handling of uncertainty in a word, it means to handle 'risk' [6, 7] take the position that risk and uncertainty are clearly not the same.
Research Design
Based on the subjective views from aesthetic patients by a questionnaire survey this study attempted to investigate the effects of perceived quality, perceived price, perceived value, perceived sacrifice perceived equity customer satisfaction on repurchase intention, as appearing in Fig. 1 
Data Analysis
This study takes the customers of a beauty medical clinic in Hualien County, Taiwan as its research subjects. This study began on March 25, questionnaires were distributed total of 300, and 243 questionnaires were recovered on April 5, a response rate of 81%.
Measurement mode analysis for each dimension of the confirmatory factor analysis (CFA), the main objective in the development of an acceptable measurement model, and examination whether the various dimensions of the individual variables measuring reliability, its data, Cronbach's α should be greater than the ideal value 0.70 (Cronbach, 1951) [8] as appearing in Table 1 . In this study, according to the convergent validity of the test criteria, because each aspect of the test results, all reached significant level, so its loading factor values are up to an acceptable level; in this study, AVE values the order of 0.71, 0.69, 0.67, 0.66, 0.73, 0.72, 0.87 and 0.66, its value are acceptable levels of AVE (greater than 0.5), in this study, the various dimensions composite reliability (CR) values were above 0.80 (Fornell & Larcker, 1981) [9] , so this study should have better internal consistency reliability showed in Table 2 . 
Disscussion
Originally, there is not significant relationship on perceived risk. For the purpose of understanding why perceived risk is not significant, so I do another analysis between perceived risks and education. The result shows that perceived risk has significant relationship with level of education.
Mangerial Implication
To achieve market segmentation, practitioners in aesthetic medicine for self-provided patients, besides facing diverse consumer groups, need to present a professional image, fulfill different consumer needs, and provide good medial quality and comfortable medical environments as well as abundant peripheral products at a reasonable price. However, can good medial quality, market segmentation and product differentiation really increase consumers' willingness to revisit and to recommend others to visit?
Conclusions and Future Work
Changing the sampling mode: in order to keep the privacy of the patients, we could only use the convenience sampling method and ask medical centers to assist us sending out the questionnaires. We suggest later studies use other random sampling method to decrease the error of results and make them more representative. Increasing the study variation: consumers may be affected by culture, society, mental factors, which were not included in this study structure. We suggest later studies may increase the variation by discussing the effect of different background factors on consumers' repurchase intention.
